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Abstract 
The content industry has been under a strong transformation within the last years. This 
transformation is mainly driven by new information technologies. So it should be subject to research 
on “Information Systems”. There are some activities in Europe but they could be more visible and 
better integrated. Therefore, we want to support the establishment of a European Research Agenda 
for the content media industry in three ways. First, we offer a simple framework to sort and to give 
an overview of interesting and relevant research activities. Second, we describe our own activities on 
the research agenda and propose research questions related to this field. Third we want to offer 
ideas about a joined research agenda and their potential contribution to the research field. 
1 A Framework for Research 
Information Systems Research (ISR) and related disciplines like Business Informatics are dealing with 
the development and the use of computer-based information systems (IS). In the context of this 
research proposal we are strongly focusing on IS dealing with the production and the use of content. 
Content – in a broader sense – is information subject to public discussion. 
A first interesting area of research for ISR is on the systems-level. Subject of discussion is the 
architecture of these systems, their interaction and the methods to develop them. Typical examples 
in the context of the content industries are content management systems, platforms for social 
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networks, digital rights management systems, media players and hybrid TV systems. Also the ongoing 
discussion on methods for designing internet services is typical for this field of research. 
A second major area of research is the overall impact of information systems on economic 
structures. This field of research shows high potential, in order to analyze the impact of IS on 
economic structures in the content industry. Typical examples are research projects on the impact of 
IS on content markets, on the value chain in the content industry and on business models for content 
providers.  
Figure 1 describes these two areas of research. In both areas technical and economical issues are 
combined and so ISR has a competitive advantage against research coming from management 
studies and from computer sciences. 
 
Figure 1: Two areas of research 
In the beginning of research in this field, the inside perspective of the content industry and related 
industries (e.g. software, hardware and telecommunication) has been addressed. Nowadays, due to 
new cases of application, it is appropriate to extend research in other industries as well (e.g. 
automotive). 
Next to these research fields, there are also e-commerce topics in the media industry possible. But, 
we would not recommend including these fields of research in a European Research Agenda in the 
content media industry. 
2 Our Research Agenda 
Our focus in the second area of research is described in chapter one. We see new IS as driver for 
changes in the economic structure of the content industry. We address some fundamental questions 
which arise in different sub-industries. 
Management Studies / Economics
Computer Science
Research on the design of
IS with focus on content
Research on the impact of IS on the economic 
structure of the content industry
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First, cross-media concepts present an important topic, since their introduction in the content 
industry. Media companies have to fulfill the transformation from the offline world to the digital 
world, and to handle all channels efficiently. Analog channels (e.g. print or analog radio) as well as 
digital channels (e.g. internet and closed digital networks) have to be considered. Therefore we are 
dealing with the interaction of these channels (Mann, Mahnke, & Hess, 2012) and with personalized 
offers (Rauscher, Thallmayer, & Hess, 2007). 
Second, in the analog media world, content and medium is physically combined. But in the digital 
media world, content and medium is separated from each other, leading to unregulated duplication 
and spreading of content. As piracy concerns strongly increase, distribution of content has to be 
controlled. Digital-rights-management-systems provide a technological approach, using watermarks 
or encryption, to control the transportation of content to groups of paying users. Streaming services 
provide another technological approach, to control the ownership of the content. In particular, the 
optimum level of protection provides an sustainable research field (Von Walter & Hess, 2004). 
Third, the monetization of content is still one of central problems in the content industry. A famous 
example is the publishing industry that began to move from printed newspapers to an online offer of 
news. But, this has created monetization problems. The freemium-model presents a promising 
approach to solve this problem from a supplier’s point of view. It provides a free version as well as a 
paid-based premium version, e.g. without advertisement. Therefore, we address this field of 
research, in order to provide future business model solutions for the content industry (Wagner, 
Benlian, & Hess, 2013). 
Fourth, due to the digitalization and the strong development of the internet, the existence of 
aggregation systems and recommender systems for the content industry are questionable. 
Therefore, the question arises, if content intermediaries are still necessary in the digital world. This 
field of research discusses the impact of new IS on the value chain of the media industry. We are 
addressing these questions form a technology driven perspective (Oechslein & Hess, 2013) and from 
the consumer side (Matt & Hess, 2012). 
To sum up, we consider the continuous transformation of the understanding of the content industry. 
Moreover, we also address digitalization strategies, the management of a media company’s 
transformation, as well as the concrete elaboration of a media company’s individual business model. 
3 New Interesting Fields of Research 
Finally, we would like to address three new fields of research. These new ideas can be based on 
current research activities. Also, we propose to extent research on other industries. 
Considering modern cars, we focus on the questions which role will be applicable of IS in the 
automotive industry. Nowadays, entertainment systems and comfort systems are integrated in cars. 
Nevertheless, we need to find out which services are necessary and applicable in cars. Furthermore, 
which value chain structures are necessary and appropriate? In the context of digital services, we 
need to address the question, if it is possible to deduct implications from the content industry. Due 
to the strong importance of the automotive industry in the European Union, this research focus 
could bring up theoretical and practical implications. 
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Big data is one of the current main topics in the IS, and the availability of new data sources is strongly 
increasing. Due to these, the automatic production and personalization of content shows strong 
potential. Hereby the question arises, if it is possible to transfer the production and bundling of 
content from a manual process (e.g. journalist) to an automated process. Also, a general implication 
for the content industry and the media system is an interesting point of view. Next to theoretical 
implications, practical information for several application examples is feasible (e.g. television 
industry). 
This leads to the topic of the strategic relevance of IS for the content industry. We consider the 
transformation of the traditional value chain, which leads to the research question of the future 
position of media companies in the vertical range of manufacture. 
Presenting a strong development of IS in the future, as well as the strong economic importance of 
the media industry, these research topics show potential and should be regarded in a European 
Research Agenda for the content media industry. 
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